Journal of Advertising Research 


INDEX TO VOLUME 16 


Alivine, Fred C., Richard D. Teach, and John 
Connelly, Jr. The Demise of Promotional 
Games. No. 5, pp. 79-84. 

An examination of the factors associated with 
the life cycle of promotional games of chance. 

Armstrong, Gary M., and Laurence P. Feldman. 
Exposure and Sources of Opinion Leaders. No. 
4, pp. 21-27. 

A study of media exposure and information 
sources of opinion leaders. Case of the ro- 
tary-engine automobile. 

Arndt, Johan. What's Wrong with Advertising Re- 
search. No. 3, pp. 9-18. 

An extensive review of the existing research 
approach in advertising, an outline of some 
major problems, and suggestions for direc- 
tions toward improvement. 

Assael, Henry. Segmenting Markets by Response Elas- 
ticity. No. 2, pp. 27-35. 

A case for and an example illustrating that 
markets should be segmented on the basis of 
response elasticities (to price, advertising, 
etc.). 

Berenson, Conrad. See Dash, Schiffman, and 
Berenson. 

Block, J. R., and Norman Goodman. Why Companies 
Give. No. 5, pp. 59-63. 

Appeals to self-interest are more effective 
than appeals to altruism for fund raising. 

Brickman, Glen A. Voice Analysis. No. 3, pp. 43-48. 

A new technique—voice analysis—success- 
fully predicted buying behavior in an experi- 
mental study. 

Cady, John F. Advertising Restrictions and Retail 
Prices. No. 5, pp. 27-30. 

A study of pharmaceuticals showed that con- 
sumers paid more in states restricting the 
price of advertising. 

Capon, Noel, and John U. Farley. The Impact of Mes- 
sage on Direct Mail Response. No. 5, pp. 69-75. 

Results of a study on the impact of alterna- 
tive sales messages in a direct mail campaign. 

Clancy, Kevin J., and Lyman E. Ostlund. Commercial 
Effectiveness Measures. No. 1, pp. 29-34. 

The reliability and validity of existing 
measures of commercial effectiveness. 


Connelly, John, Jr. See Allvine, Teach, and Connelly. 
Darmon, Rene Y. Determinants of TV Viewing. No. 6, 
pp. 17-20. 
An investigation of channel loyalty and pro- 
gram type as two determinants of TV view- 
ing. 
Dash, Joseph F., Leon G. Schiffman, and Conrad 
Berenson. /nformation Search and Store Choice. 
No. 3, pp. 35-40. 
Consumers differ in terms of information 
search according to the kind of store at which 
they shop. 
DuBois, Cornelius. The Changeability of Change. No. 
4, pp. 7-13. 
Study of a brand of gasoline predicted change 
in attitudes and use over time. 
Ehrenberg, Andrew S. C. Communicating Market 
Data. No. 3, pp. 27-32. 
Improved presentation helps the reader to see 
patterns and exceptions in data more easily. 
Farley, John U. See Capon and Farley. 
Feldman, Laurence P. See Armstrong and Feldman. 
Forman, Stan. A Theory of Audience Accumulation. 
No. 1, pp. 21-25. 
The cause of differences in audience esti- 
mates between Simmons, TGI, and BRI. 
Gentry, Dwight L., and Milton M. Pressley. Let’s Re- 
lease Proprietary Research. No. 4, pp. 15-19. 
Unavailability of critical marketing informa- 
tion was found to be a major barrier to inno- 
vative decision making. 
Goodman, Norman. See Block and Goodman. 
Greene, Jerome D. Maximizing Newsstand Profit. No. 
4, pp. 31-34. 
A model that shows the number of copies of a 
periodical a newsstand should get. 
Greene, Jerome D., and John F. Maloney. Finger- 
prints Can't Test for Validity. No. 3, pp. 49-50. 
Results of an ARF committee’s experiment to 
validate measures of magazine readership. 
Headen, Robert S., Jay E. Klompmaker, and Jesse E. 
Teel, Jr. TV Audience Exposure. No. 6, pp. 49- 
52. 
A comparison of the beta-binomial and the 
negative-binomial models in estimating TV 
audience exposure patterns. 


‘i 
| 
| 
| 
| | 
— 
54 


Journal of Advertising Research 


INDEX TO VOLUME 16 


Alivine, Fred C., Richard D. Teach, and John 
Connelly, Jr. The Demise of Promotional 
Games. No. 5, pp. 79-84. 

An examination of the factors associated with 
the life cycle of promotional games of chance. 

Armstrong, Gary M., and Laurence P. Feldman. 
Exposure and Sources of Opinion Leaders. No. 
4, pp. 21-27. 

A study of media exposure and information 
sources of opinion leaders. Case of the ro- 
tary-engine automobile. 

Arndt, Johan. What's Wrong with Advertising Re- 
search. No. 3, pp. 9-18. 

An extensive review of the existing research 
approach in advertising, an outline of some 
major problems, and suggestions for direc- 
tions toward improvement. 

Assael, Henry. Segmenting Markets by Response Elas- 
ticity. No. 2, pp. 27-35. 

A case for and an example illustrating that 
markets should be segmented on the basis of 
response elasticities (to price, advertising, 
etc.). 

Berenson, Conrad. See Dash, Schiffman, and 
Berenson. 

Block, J. R., and Norman Goodman. Why Companies 
Give. No. 5, pp. 59-63. 

Appeals to self-interest are more effective 
than appeals to altruism for fund raising. 

Brickman, Glen A. Voice Analysis. No. 3, pp. 43-48. 

A new technique—voice analysis—success- 
fully predicted buying behavior in an experi- 
mental study. 

Cady, John F. Advertising Restrictions and Retail 
Prices. No. 5, pp. 27-30. 

A study of pharmaceuticals showed that con- 
sumers paid more in states restricting the 
price of advertising. 

Capon, Noel, and John U. Farley. The Impact of Mes- 
sage on Direct Mail Response. No. 5, pp. 69-75. 

Results of a study on the impact of alterna- 
tive sales messages in a direct mail campaign. 

Clancy, Kevin J., and Lyman E. Ostlund. Commercial 
Effectiveness Measures. No. 1, pp. 29-34. 

The reliability and validity of existing 
measures of commercial effectiveness. 


Connelly, John, Jr. See Allvine, Teach, and Connelly. 
Darmon, Rene Y. Determinants of TV Viewing. No. 6, 
pp. 17-20. 
An investigation of channel loyalty and pro- 
gram type as two determinants of TV view- 
ing. 
Dash, Joseph F., Leon G. Schiffman, and Conrad 
Berenson. /nformation Search and Store Choice. 
No. 3, pp. 35-40. 
Consumers differ in terms of information 
search according to the kind of store at which 
they shop. 
DuBois, Cornelius. The Changeability of Change. No. 
4, pp. 7-13. 
Study of a brand of gasoline predicted change 
in attitudes and use over time. 
Ehrenberg, Andrew S. C. Communicating Market 
Data. No. 3, pp. 27-32. 
Improved presentation helps the reader to see 
patterns and exceptions in data more easily. 
Farley, John U. See Capon and Farley. 
Feldman, Laurence P. See Armstrong and Feldman. 
Forman, Stan. A Theory of Audience Accumulation. 
No. 1, pp. 21-25. 
The cause of differences in audience esti- 
mates between Simmons, TGI, and BRI. 
Gentry, Dwight L., and Milton M. Pressley. Let’s Re- 
lease Proprietary Research. No. 4, pp. 15-19. 
Unavailability of critical marketing informa- 
tion was found to be a major barrier to inno- 
vative decision making. 
Goodman, Norman. See Block and Goodman. 
Greene, Jerome D. Maximizing Newsstand Profit. No. 
4, pp. 31-34. 
A model that shows the number of copies of a 
periodical a newsstand should get. 
Greene, Jerome D., and John F. Maloney. Finger- 
prints Can't Test for Validity. No. 3, pp. 49-50. 
Results of an ARF committee’s experiment to 
validate measures of magazine readership. 
Headen, Robert S., Jay E. Klompmaker, and Jesse E. 
Teel, Jr. TV Audience Exposure. No. 6, pp. 49- 
52. 
A comparison of the beta-binomial and the 
negative-binomial models in estimating TV 
audience exposure patterns. 


‘i 
| 
| 
| 
| | 
— 
54 


Hodock, Calvin L. Predicting On-Air Recall from 
Theater Tests. No. 6, pp. 25-32. 

Eight ASI measures taken together were 
closely related to two Burke recall scores of 16 
commercials. 

Holbrook, Morris B. Feedback: Two Ways to Evalu- 
ate an Advertising Campaign. No. 4, pp. 45-48. 

A comparison of two articles appearing in the 
February 1976 issue of the Journal of Adver- 
tising Research. 

Izraeli, Dov. See Perry, Izraeli, and Perry. 

Kaid, Lynda Lee. Measures of Political Advertising. 
No. 5, pp. 49-53. 

Measures of the influence of political adver- 
tising on voting decisions. 

Klompmaker, Jay E. See Headen, Klompmaker, and 
Teel. 

Kotler, Philip, and Gerald Zaltman. Targeting Pros- 
pects for a New Product. No. |, pp. 7-18. 

The identification of four factors and pro- 
posal of a model for choosing prospects for a 
new product campaign. 

Leavitt, Clark. See McEwen and Leavitt. 

Levine, Philip. Commercials That Name Competing 
Brands. No. 6, pp. 7-14. 

The competitor is the only one likely to gain 
from comparative advertising. 

Lowenhar, Jeffrey A., and John L. Stanton. 
Forecasting Competitive Advertising Expendi- 
tures. No. 2, pp. 37-42. 

Use of time series analysis to predict adver- 
tising budgets. Examples of three consumer 
products are presented. 

Lusch, Robert F. See Smith and Lusch. 

McEwen, William J., and Clark Leavitt. A Way to De- 
scribe TV Commercials. No. 6, pp. 35-39. 

TV commercials may be described by means 
of an inventory of the key elements. 

Maloney, John F. See Greene and Maloney. 

Narayana, Chem L. The Stability of Perceptions. No. 
2, pp. 45-49. 

Use of multidimensional scaling to investi- 
gate the stability of housewives’ perceptions 
of soft drinks. 

Ostlund, Lyman E. See Clancy and Ostlund. 

Percy, Larry. How Market Segmentation Guides Ad- 
vertising Strategy. No. 5, pp. 11-22. 

The importance of market segmentation in 
copy, media, and product-improvement de- 
cisions. 

Perry. See Perry, Izraeli, and Perry. 

Perry, Arnon. See Perry and Perry. 

Perry, Michael, Dov Izraeli, and Arnon Perry. /mage 
Change as a Result of Advertising. No. 1, pp. 45- 
50. 


Volume 16, Number 6, December 1976 


A study that used perceptual mapping to 
measure change in the image of different 
countries (as places of foreign travel for 
Israelis). 

Perry, Michael, and Arnon Perry. Ad Recall: Biased 
Measure of Media No. 3, pp. 21-25. 

A study on the use of advertising recall as a 
measure for media effectiveness. 

Pressley, Milton M. See Gentry and Pressley. 

Robertson, Thomas S. Low-Commitment Consumer 
Behavior. No. 2, pp. 19-24. 

A discussion of and an effective advertising 
strategy for consumer behavior under low- 
commitment conditions. 

Schiffman, Leon G. See Dash, Schiffman, and Beren- 
son. 

Smith, Robert E., and Robert F. Lusch. How Adver- 
tising Can Position a Brand. No. 1, pp. 37-43. 

How multidimensional scaling can be used to 
assess the effectiveness of a positioning cam- 
paign. 

Stansell, Stanley R., and Ronald P. Wilder. Lagged Ef- 
fects of Annual Advertising Budgets. No. 5, pp. 
35-40. 

An estimate of the lagged effect of advertis- 
ing in 27 consumer-goods industries. 

Stanton, John L. See Lowenhar and Stanton. 

Teach, Richard D. See Allvine, Teach, and Connelly. 

Teel, Jesse E., Jr. See Headen, Klompmaker, and Teel. 

Vandermeulen, Alice. Are You Welcome Where You 
Advertise? No. 2, pp. 11-14. 

A journal editor’s advice on competing for 
magazine advertisers. 

Ward, Ronald W. Measuring Advertising Decay. No. 
4, pp. 37-41. 

An application of a polynomial-lag model to 
examine advertising decay. 

Wilder, Ronald P. See Stansell and Wilder. 

Zaltman, Gerald. See Kotler and Zaltman. 

Zufryden, Fred S. Patterns of TV Program Selection. 
No. 6, pp. 43-47. 

A stochastic linear learning model that de- 
scribes changes in TV program choices and 
the audience share for regularly scheduled 
programs. 


Editorials by Charles Ramond 


Adam Smith, Marketing Man. No. 3, p. 60. 

Life Begins at 40. No. 5, pp. 94-95. 

Research and the Fourth Network. No. 6, p. 64. 
Sandy Loves Effie. No. |, p. 56. 

Summer Sanity. No. 4, p. 56. 

What We Already Know. No. 2, p. 60. 


| . 

| 

| 

x 

| 

| 

1 

| 

| 

| 
| ? 

| 

| 

| = 
| 

55 
| 


